. The elderly tend to have large amounts of discretionary income due to their increased earnings and the wealth they have accumulated over their lifetimes (Chon and Singh 1995; U.S. Bureau of the Census 1999). Many of these seniors will be capable, both financially and physically, of taking holiday trips (Cleaver et al. 1999) . The trends toward earlier retirement, increased number of leisure years, and increased participation in active lifestyles as well as the increase in wealth make the elderly an attractive market for vacation and leisure travel industries (Carter and Shipman 1996) .
The significance of the senior traveler market has been well documented. There are approximately 55 million people in the United States aged 55 and older and approximately 33 million aged 65 and older. The U.S. older population is expected to double by the year 2030 (Moschis, Lee, and Mathur 1997) . The elderly tend to have large amounts of discretionary income due to their increased earnings and the wealth they have accumulated over their lifetimes (Chon and Singh 1995 ; U.S. Bureau of the Census 1999). Many of these seniors will be capable, both financially and physically, of taking holiday trips (Cleaver et al. 1999) . The trends toward earlier retirement, increased number of leisure years, and increased participation in active lifestyles as well as the increase in wealth make the elderly an attractive market for vacation and leisure travel industries (Carter and Shipman 1996) .
One distinct and important group of senior travelers is those who participate in motorcoach tours. According to the American Bus Association (2001), 25 million passengers boarded 624,000 motorcoach charter and tour buses in 1996. It has also been estimated that 50% to 70% of motorcoach tour patrons were senior citizens (Chacko and Nebel 1993; Marshall 1997 ). Because they are willing and able to travel during off-peak seasons to many destinations, they represent great opportunities for tour operators. In addition, seniors are beginning, in ever increasing numbers, to seek out tours that are designed and operated specifically for the mature market (Gay 1999) . Therefore, it is important to understand the senior motorcoach traveler population, including characteristics and tour selection criteria of the various market segments within the senior population.
Market Segmentation
Marketing is one of the functions in any business organization; however, it has received far more attention from tourism researchers compared to other areas, such as human resources, accounting, and information systems. On close examination of tourism marketing literature, one can further conclude that a proliferation of studies have focused on market segmentation (Ritchie 1996) . This interest probably reflected the industry's desire to identify commercially feasible market segments so that the limited marketing budget can be allocated effectively. Another possible reason for the vast body of tourism segmentation literature is the large number of ways one can divide the market.
Traditionally, researchers use either the a priori or posteriori segmentation approach when identifying distinct groups among the general population (Calantone and Mazanec 1991) . With the a priori segmentation method, study subjects are partitioned into groups by attributes selected based on researchers' prior knowledge of the segments. On the other hand, when the posteriori approach is used, a classification scheme is devised based on multiple attributes to classify cases into groups. The units within a group are similar to one another, while those in distinct classes are not similar to those in the other groups. According to Kotler (1999) , major variables that might be used in segmenting consumer markets include geographic, demographic, psychographic, and behavioral characteristics.
A comprehensive review of tourist segmentation studies published in the 1990s was conducted. As shown in Table 1 , most a priori studies used demographic variables as the bases of segmentation. Behavioral variables, such as trip types, Internet use, travel arrangement, and travel expenditures, with prespecified categories, have also been used in a priori studies. The study samples included tourists to specific destinations (e.g., Tampa Bay, Majorca, and Zoological Park), the general population (e.g., U.S. consumers and households), and specific subpopulations (e.g., college students and French, German, and British outbound travelers).
Posteriori segmentation studies, as shown in Table 2 , employed primarily benefits and motivation in grouping respondents. These studies categorized travelers based on the reasons why they traveled and what they were looking for when they traveled. Other psychographic characteristics (e.g., personal value systems, AIO, and International Tourism Role scale) were also used by many researchers as the segmentation variables. Many authors argued that psychographic segmentation, including using motivation and benefits, could provide marketers with more insightful information about their target markets than does segmentation using only demographic or geographic data. The large numbers of researchers using psychographics as segmentation criteria appeared to support this argument. Traveler behavior has also been the focus of several studies, of which the majority used destination choice and activity participation as the factors to cluster respondents. Samples of posteriori studies included the general traveling population in different countries (e.g., the Netherlands and the United States), specific groups of travelers (e.g., backpackers and naturebased travelers), and visitors to specific destinations (e.g., festival, park, and wineries).
Based on the studies reviewed, all four types of segmentation variables-geographic, demographic, psychographic, and behavioral-have been used to divide the heterogeneous market into smaller homogeneous groups. A priori appeared to be the dominant research approach selected when geographic and demographic characteristics were used to classify the market. On the other hand, posteriori approach was almost exclusively used for psychographic segmentation. Both a priori and posteriori have been used for behavioral segmentation, depending on the specific behaviors investigated. For behaviors, such as trip types and expenditures, that can easily be partitioned into categories, a priori method was used. For behaviors for which researchers have no prior knowledge of the various groups, such as destination choice preferences, posteriori approach was employed. When posteriori method was used to segment the market based on psychographic or behavioral characteristics of travelers, demographic and socioeconomic variables were often used to help identify the appropriate names or labels for the different market segments.
PURPOSE OF THE STUDY
Respondents of most traveler segmentation and behavior studies were individual tourists who selected their own travel destinations and planned their own trips. For travelers who purchase tour packages and, therefore, do not plan their own trips and are not directly involved in destination decisions, the selection of tour operators and tour packages is extremely important. Duke and Persia (1994 , 1996a , 1996b conducted pre-and posttour surveys of escorted tour clients on the expectations, importance, evaluations, and satisfactions of various tour characteristics. Whipple and Thach (1988) JOURNAL OF TRAVEL RESEARCH 365 measured the relative importance of tourism service and attractions to satisfaction with a weekend motorcoach tour to Niagara Falls. Quiroga (1990) analyzed characteristics of tour groups and participant motivation, expectation, and satisfaction from a survey of foreign tourists on guided coach tours in Europe. While these studies investigated the characteristics of group tour participants, no efforts were made to segment the motorcoach market into smaller, more homogeneous groups.
In spite of the significance of senior citizens to the tourism economy, only a few recent studies focused on the segmentation of mature travelers. Shoemaker (2000), Cleaver et al. (1999) , and Lieux, Weaver, and McCleary (1994) all segmented the senior leisure travel market into subgroups based on travel motivation or reasons for pleasure travel. Because data were collected from different populations and the data collection instrument was unique to each study, with a few motivation items stated in similar terms, the resulting segments were different with varied characteristics.
A study on market segmentation of motorcoach travelers, who are mostly seniors, based on their choice attributes, can provide tour operators with critical information to target the various segments of this important market more effectively. The purpose of this study was to determine characteristics of distinct segments within the senior motorcoach traveler market using the posteriori segmentation approach. Specific objectives of the study were to identify (1) distinct groups among senior motorcoach travelers based on motorcoach tour selection criteria, (2) motorcoach tour selection attributes discriminating the groups, and (3) tour selection and demographic characteristics of each group.
METHODOLOGY
A research instrument was developed to assess the importance of 55 motorcoach tour operator and tour package selection attributes. A comprehensive review of literature (Duke and Persia 1994; Klenosky, Gengler, and Mulvey 1993; Lieux, Weaver, and McCleary 1994; Pitts and Woodside 1986; Shoemaker 1994 ) and a focus group with 10 mature travelers who had motorcoach tour experience was conducted to help identify motorcoach tour selection attributes. A 5-point Likert-type scale was used, with 5 = extremely important and 1 = extremely unimportant. The instrument also included 11 demographic and travel experience questions. The questionnaires were coded to identify respondents' community population.
All 45 tour providers in Kansas listed in a CD-ROM telephone directory were contacted, by mail initially and by phone as a follow-up, to provide a list of their customers who had traveled with them during the previous 12 months. Of the 45 operators, 16 could not be reached due to incorrect addresses, nonworking phone numbers, or no one answering the phone after five attempts. Of the 29 operators who could be reached both by mail and by phone, 10 did not conduct motorcoach tours and 11 did not wish to give out names of their customers. As a result, 8 tour operators provided a total of 5,629 names and addresses. The 8 tour operators, which ranged from small family operations to large agencies with several travel agents on staff, were located throughout the state of Kansas.
A copy of the questionnaire was mailed to 2,000 randomly selected individuals in February 1999; 63 were returned for undeliverable or incorrect addresses. Three weeks after the initial mailing, another copy of the questionnaire along with a reminder letter was sent to all nonrespondents. After the follow-up, 932 questionnaires were returned (48.1%), of which 87 respondents indicated that they had not taken a tour in the past 12 months. Therefore, the usable response rate was 43.6% (n = 845). There were 28 respondents younger than 55 at the time of the survey. Their responses were excluded from further data analysis. As a result, findings reported were based on 817 respondents.
Data Analysis
Descriptive statistics were calculated for all survey items to check the normality of data and provide a demographic profile of all respondents. To identify distinct groups among respondents, a two-step process was used. First, a factor analysis was conducted to reduce the dimensionality of the 55 motorcoach tour selection attributes. Then, attributes retained in the factors were used as variables in a cluster analysis. The rationale to run a factor analysis first was to reduce "noise" in the data and therefore enhance the ability to classify cases into distinct groups (Johnson 1998) .
Unlike many previous segmentation studies, the original attributes, not the factor scores, were used as cluster variables because factor scores only represent compact summaries of the underlying construct and original attributes provide more insightful information on characteristics of respondents. The focus of cluster analysis is to measure the similarity or dissimilarity between two individual observations and then later the similarity or dissimilarity between two clusters of observations. Relationships that existed between attributes (e.g., correlations between attributes belonging to the same factor and their relative factor loadings) do not affect cluster analysis results and therefore should not be a concern. The original attributes may also be more interpretable than derived constructs with factor labels because the naming and interpretation of the construct involve person judgment (Chen and Hsu 1999) . To eliminate such potential data contamination, raw scores of the original attributes were used in the cluster analysis.
The FASTCLUS procedure, a nonhierarchical clustering method in the SAS program, was performed because it can be efficiently applied to larger data sets (n > 200) compared to the hierarchical technique (Johnson and Wichern 1998) . One drawback of the FASTCLUS procedure is that the clusters formed are influenced by the order in which the data are read into the computer. Therefore, the order of the data was randomized prior to performing the clustering. Nonhierarchical cluster analyses require users to specify the number of clusters desired; therefore, a hierarchical cluster analysis was conducted on a 10% sample to estimate the possible number of clusters in the data. Pseudo T 2 test statistics were examined to compare the means of two clusters. If the means of two clusters were not significantly different, they were then combined into a single cluster, thus reducing the number of clusters in the data.
To verify the results of cluster analysis, "distance between cluster centroids" and "maximum distance from seed to observation" from the FASTCLUS printout were evaluated. These values may help determine whether certain clusters should be further combined. A principal components analysis (PCA) was also performed for the purpose of creating plots of respondents' principal component (PC) scores to evaluate the distribution of respondents along the PCs. Careful examinations of these values and plots should help fine-tune the results of the clustering process (Johnson 1998) .
A stepwise discriminant analysis was conducted as a supplementary tool to further identify selection attributes that significantly distinguished the groups. Cluster membership was used as the grouping variable. The 22 attributes retained in the factor analysis were the independent variables. Differences of attribute means among groups were examined using ANOVAs. Significant motorcoach selection attributes identified in the discriminant analysis were used as the dependent variables.
ANOVAs and chi-square analyses were also used to identify differences among groups based on demographic variables to further understand the uniqueness of each segment. Number of overnight trips, number of prepaid package tours, and number of motorcoach tours taken during the past 12 months, as well as community population, were used as dependent variables in ANOVAs, while group membership was used as the independent variable. Tests of independence between respondents' cluster membership and their age, gender, marital status, retirement status, education, income, health condition, and perceived level of income were analyzed with chi-square tests. Table 3 , approximately one-half of respondents were between 65 and 74 years of age (47.2%) and married (52.4%), with less than $30,000 as annual household income in 1998 (48.7%) and high school as the highest level of education (42.9%). The majority of respondents were female (75.4%) and retired (81.3%). Various other motorcoach tour studies also reported similar respondent demographic profiles (Davidson-Peterson 1992; Duke and Persia 1994; Whipple and Thach 1988) . Respondents of the study resided in all parts of Kansas in communities with population ranging from 80 to more than 800,000. The majority (70.7%) lived in rural communities with a population of fewer than 50,000.
RESULTS

As shown in
Factor and Cluster Analyses
The 55 motorcoach tour selection attributes' means and standard deviations are presented in Table 4 . A factor analysis, using principal axis factoring with varimax rotation, was conducted to determine if the data fell within a reduced dimensional space. Six factors had an eigenvalue of greater than one. Any variables that had a lower than .40 loading on all factors and variables that had a .40 or higher loading on more than one factor were deleted (Hatcher 1994) . The six-factor solution retained 22 variables and explained 62% of the variance. Specific factor analysis results are provided in Table 5 .
The pseudo T 2 test statistics from the hierarchical clustering method suggested there might be six clusters in the data set. The FASTCLUS procedure, specifying six clusters, was run on the 22 variables retained from the factor analysis for the purpose of segmentation. The PCA analysis indicated that the first two PCs explained 41% of the total variability, with each additional PC explaining less than 6% of the variability. Thus, each respondent's PC score was plotted on a two-dimensional PC1 by PC2 chart. The chart, with six clusters identified, showed considerable overlap among groups; therefore, subsequent runs of five, four, three, and two clusters were made and their PC scores plotted. Three clusters proved to be the optimal solution. All three clusters had similarly large maximum distance from seed to observation and distance between cluster centroids values, indicating distinctive groups. The PC scores of respondents are shown in Figure 1 . Even though overlaps were still present, three distinct groups can be identified. The three clusters represented 53%, 18%, and 29% of the respondents, respectively.
Discriminant Analysis and Segment Characteristics
A discriminant analysis was used to further comprehend the uniqueness of each cluster. Two significant discriminant functions were derived, with eigenvalues of 2.11 and 0.46 and explaining 82% and 18% of the variance, respectively. Group membership was significantly affected by 13 of the 22 attributes (see Table 6 ). Travel agent recommendation was the first attribute entered into the discriminant function and contributed to 46% of the Function 1 structure; therefore, it was the item that discriminated the most among the clusters. Group centroids showed a significant difference between group 1 and group 3, as well as group 2 and group 3, on the importance of motorcoach selection attributes.
Group 1 had the highest importance mean scores on all discriminating attributes; therefore, it was named the "dependents." Group 2 rated social activities as important selection criteria, thus was labeled as the "sociables." Group 3, having the lowest means on 11 of the 13 discriminating attributes, was called the "independents." As shown in Table 7 , the three groups rated all discriminating attributes significantly different. However, safety precautions and empathy for health problems were the top two most important attributes for all three clusters. Results of ANOVAs indicated that there were no significant differences among the clusters based on respondents' travel experience and community size. Chi-square tests showed that the three market segments had different age, retirement status, education, and income (see Table 8 ).
The dependents group rated all 13 attributes as extremely important, having mean scores of 4.18 or higher on a 5-point scale. On the top of the list, other than safety and health, included 1-800 telephone, name recognition, and friends and travel agent recommendation. The dependents tended to be older retired individuals without a college degree and had lower income. The sociables rated evening entertainment and group activities as very important, in addition to safety and health concerns. They also rated attractiveness and comprehensiveness of promotional materials as more important than travel agent and friends/relatives recommendations. This group was composed of younger seniors with higher income compared to the other two market segments. Other than health and safety issues, the independents rated only 1-800 telephone number and name recognition as important, with above 3.50 mean scores. This group had a higher education, were younger, and had moderate income. 
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CONCLUSIONS
This study segmented the senior motorcoach tour market into three groups based on their tour selection attributes. The overall findings revealed that the three market segments were unique in 13 tour selection attributes and four demographic characteristics. Therefore, tour operators should develop target market-specific packages and marketing programs to obtain and retain business from the selected group(s).
To attract seniors in the dependents group, which accounted for 53% of the respondents, operators may work with and provide incentives to travel agents to recommend particular packages. It is also important to establish a reliable and credible reputation among consumers and travel agents to maximize the positive word of mouth. Referrals from previous customers could be encouraged as well, with incentives provided if necessary. Tour operators need to make sure that every detail of the tour packages is well thought out, and this information should be communicated to potential travelers via attractive and comprehensive promotional materials to minimize their concerns. Empathy for health problems and safety precautions could be emphasized in all communication materials.
To target the dependents, operators may position themselves as specialists in conducting older senior motorcoach tours. Toll-free telephone numbers could be provided to answer questions or concerns of prospecting travelers. Due to their older age and lower educational level, information provided should be clearly stated to minimize potential misunderstandings. In addition, tours ought to be reasonably priced to stay within the dependents' price range. Seniors in this segment appear to be demanding; however, due to its shear size, this is a market with tremendous return potential for tour operators who can develop their expertise in serving the special needs of this group.
As for the sociables, which represented 18% of the respondents, evening entertainment, group activities, and comprehensiveness and attractiveness of promotional materials were rated as very important. Promotional materials should be professionally designed to indicate all the social activities planned for the trip. Various advertising media could be used to disseminate information about the operators as well as upcoming tours. Because the sociables were younger seniors, more physically active social programs could be included in the itinerary. When the number of events included in a tour increases, the package tour price may also increase. Nevertheless, it still could be affordable and present a value to the sociables, who had higher incomes compared to the other two market segments. Therefore, the sociables may represent a small, yet potentially profitable market segment.
Other than health and safety issues, the independents did not report any particular demands on tour operators. As long as the operators provided a toll-free telephone number and had a recognizable name, members of this group were indifferent about other tour provider and tour package attributes when selecting a motorcoach tour. The independents had a 370 MAY 2002 higher education, were younger, and had moderate income. Therefore, they may be more interested in planning some of the activities and exploring the destination on their own. Information could be provided about the destination and local culture in a welcome kit for the participants to read at their leisure. Packages could include limited group activities to allow free time for independent exploration. Even though the independents represented only 29% of the senior market, tour operators should not overlook this group because it appeared to be the least demanding market segment. As a JOURNAL OF TRAVEL RESEARCH 371 Note: Means in the same row that do not share subscripts differ at p ≤ .001. Scale: 5 = extremely important, 1 = extremely unimportant.
FIGURE 1 PLOT OF RESPONDENTS' PRINCIPAL COMPONENT SCORES
result, the operating costs of tours for independents could be lower. Part of the savings could be passed on to travelers in the form of lower prices, and part of it could contribute to a higher profit margin. Based on results of the study, operators can target a particular market segment and develop expertise in specific package offerings and marketing strategies to meet the needs of the selected group of travelers. In small communities where an operator may be the only motorcoach package provider, individual tours can be designed for the different groups and promoted with appropriate communication strategies based on the preferences of the targeted groups.
Limitations and Future Research
Data collected for this study were not destination or product specific. Those situational variables may have an influence on seniors' tour selection attributes. Future studies are suggested to collect data from travelers of a particular type of motorcoach tour to take factors, such as package price, length of travel, and destination, into consideration. Even though demographic characteristics of respondents in the current project were similar to those of previous research, data were collected in only one midwestern state whose travel behavior may be different from seniors in other parts of the country. This study could be duplicated in other geographic areas to validate the findings.
The cluster analysis used the 22 variables retained in the factor analysis. While it is not uncommon for research in psychology or education to remove a large number of original variables in the process of factor analysis to reduce dimensionality, we realized that the exclusion of 33 selection attributes in the cluster analysis is a limitation of this study. Because of the preliminary nature of the current study, it is recommended that future researchers use the comprehensive list of 55 attributes in their data collection. Factor analysis can be used to test the stability of the structure identified in this study.
Reliabilities of the six dimensions derived from the factor analysis were acceptable but could be improved. The addition of new attributes measuring similar concepts is one way to enhance the reliability of the research instrument. Future studies on instrument development in senior motorcoach tour selection criteria are recommended. Additional segmentation criteria, such as motivation, benefit sought, and other psychographic measures, could be used to examine this important market from different perspectives. Coming studies on this population will only increase the understanding of senior motorcoach travelers, which will provide the needed insights on their travel needs and preferences. 
